A number of determinants have been investigated by past researchers in the framework of theory of planned behavior. In addition to attitude, subjective norm and perceived behavioral control, use and non-use values have been studied by past researchers with inconsistent results. This article is aimed at identifying the impact of 'use' and 'non-use' values on organic food purchase intention in a developing country's context like Bangladesh. Some past studies found both the values significant, whereas some studies found only use-values as dominant determinant in the consumer decision making process. The current study is aimed at exploring the impact of both the use and non-use values simultaneously on the purchase intention of organic foods. The study employs the theory of planned behavior as the research framework to investigate the impact of these values on intention. Partial least-square structural equation modeling (PLS-SEM) was adopted. Results showed that both the values were significant predictor of purchase intention along with attitude and subjective norm (SN). Perceived behavior control (PBC) appeared to be non-significant relationship. Although both the use and non-use values appear to be important in determining consumer intention, use-value carries higher impact compared to non-use value.
1.0 INTRODUCTION
Theory of planned behavior has been extensively used in explaining the organic food purchase intention by past researchers. In addition to the core predictors of the model, a number of variables were proposed and investigated in order to explain determinants of organic food related intention and behavior. Some of these investigations included value motivation of consumers in order to account for the influence of consumers' use and non-use values behind their purchase motivation (Gschwandtner & Gschwandtner, 2014; Millock, Wier, & Andersen, 2004; Wier et al., 2008) . These values can be explained from the background attributes of private goods and public goods. For example, private goods can only be used by one household or individual (e.g., an organic potato), whereas public goods can be shared in the society, such that the utility of their consumption by any one household does not exclude consumption by other households (Wier et al., 2008) . 'Use value' primarily comes from the utility of taste, health and freshness, i.e. private good characteristics, which can only be enjoyed by consuming the product. On the other hand, 'non-use values' are seen as public goods characteristics like the shared positive outcome of improved environment and/or social harmony.
There could be other non-use values as well. For example, existence value (utility from knowing that organic cultivation exists), vicarious value (utility from indirect consumption, e.g. knowing more about organic farming), bequest value (utility from preserving organic farming for subsequent generations), etc. (Millock, Wier, & Andersen, 2004a) . However, for the purpose of this paper, only 'use' and 'nonuse' values are considered as it would be out of scope and extend beyond a manageable scale to consider all the use and non-use values in a single write-up. Therefore, health motivation factors in organic purchase intention are regarded as use-value; whereas environmental factors are treated as non-use value for this study, as these values appear to be the most dominant values in purchase motivation or intention (Millock et al., 2004a; Wee, 2014) .
2.0 LITERATURE REVIEW
As already noted, use value consists of health value, taste, freshness, etc. Among these use values, health value has received consistently high ranking in past empirical studies (Millock et al., 2004a; Paul & Rana, 2012) . Other studies also mentioned similar results that health concern is an important driving factor for organic consumers (Magnusson et al., 2003; Kesse-Guyot et al., 2013) . Such a positive association of organic food with health perception may stem from the fact that organic foods do not contain any pesticide residue, and some foods are more nutritious than genetically modified foods (Crinnion, 2010) . In certain studies, health concern has been so influential that non-use values like environmental concern and animal welfare appeared to be insignificant (Millock et al., 2004a; Samarasinghe, 2012) . However, some studies found opposite results. Certain non-use values like environmental issues, animal welfare, etc. appear to be important by some researchers (Wier et al., 2008) . Among these non-use values, environmental concern has been found to be significantly related to organic food consumer behavior (Rodríguez, Roig, & Font, 2011) .
In general, a positive attitude to ecological issues is positively identified with the organic food consumers' motivation (Grunert & Juhl, 1995) . Among the TPB constructs that consistently showed significance to purchase intention is Attitude. Past studies found that attitude has significant bearing on purchase intention of organic foods or eco-friendly products (Boomsma, 2012; Zhou, 2013) . Other researchers also corroborated such findings (Saleki, Seyedsaleki, & Rahimi, 2012) . Similar positive association were found between subjective norm (SN) and purchase intention (Smith & Paladino, 2010) . Particularly in the Asian context, most studies found that subjective norm has been consistently a significant predictor of organic food purchase intention (Rahman & Noor, 2016) . However, results for perceived behavioral control (PBC) has been somewhat mixed. While some studies found significant link between PBC and purchase intention (Azam, Othman, Musa, AbdulFatah, & Awal, 2012; Choi & Kim, 2005) , some others found no significance of this construct (Rahman & Noor, 2016; Ščasný, Urban, & Zvěřinová, 2012 ). It appears that PBC may be considered in the model to be proposed for further empirical scrutiny.
3.0 CONCEPTUAL FRAMEWORK
Based on the literature survey, it appears that TPB could be adopted as the core theoretical framework, to be modified by including the 'use' and 'non-use' values. In fact, these values can be seen as dimensions of a greater 'value' construct and studied in the model. As past researchers found that 'value' could be a predictor of purchase intention (Chen, Shang, Shu, & Lin, 2015) , a direct positive relationship with purchase intention may be assumed in the TPB framework. Therefore, the conceptual framework is depicted in Figure 1 .
As already noted, the value construct would be viewed as a two-dimensional measure (use and non-use values), whereas all other constructs are uni-dimensional. Therefore, hypotheses are drawn as presented in Table 2 .
4.0 METHODOLOGY
The study is causal and quantitative in nature, attempting to identify the influence of 'value' in the TPB framework. Latent variable modeling approach was used by using multi-item measurements from existing scales. A questionnaire was developed based on these multi-item measurements. Intention was measured by a 5-item scale adapted from Chan (2001) and Tseng and Tsai ( 2011) . Value was measured in two-dimensions, i.e., 'use' and 'non-use' value. Use-value was measured by a 3-item scale, by adapting from the health concern scale used by Chen (2009) and Magnusson et al. (2003) . On the other hand, "non-use" value was measured by a 3-item scale, modified and adapted from Magnusson et al. (2003) . Attitude was measured by a 5-item scale adapted from the scale proposed by Arvola et al. (2008) and Crites et al. (1994) . Other remaining constructs-Subjective Norm and PBC, both used 4-item scales, developed from Arvola et al. (2008) and Courneya, Bobick, and Schinke (1999) respectively. Partial Least-square Structural Equation Modeling (PLS-SEM) was used in evaluating the proposed model. In this process of deciding on scales, it is important to identify if the indicators are of reflective or formative in nature. While formative indicators add to the formation of a construct and exhaustive in nature, reflective indicators characterize a construct and are unidirectional. Reflective indicators may not be exhaustive as other indicators might be left out in the model. Thus formative indicators are not assumed to be correlated whereas reflective constructs are assumed to be highly correlated with each other (Chin, 1998) . For the purpose of this study, all indicators are assumed to be reflective since items and dimensions are not definitive in nature. Sampling was conducted in Dhaka, the Capital of Bangladesh, where 95% of organic food retailers in Bangladesh are located. Mall intercept technique based on Subjective Norm systematic random method was used based on established practices among marketing researchers (Beri, 2013) . After screening for outliers, incomplete and invalid responses, 322 samples were kept for further analysis. The following section presents the research findings.
5.0 RESULTS AND DISCUSSION
The analysis of data was conducted by using SmartPLS3, by using two-stage procedure as recommended by SmartPLS literature (Garson, 2016) . Thus, the measurement model is presented to be followed by structural model. It may be mentioned that, some of the indicators were deleted to conform to the item-loading cut-off point of 0.6 or above (Hair et al., 2014) . Factor loadings are shown in Appendix 1, and are not shown in the table 1 for the purpose of brevity. The following table shows results for the measurement model. While there are many cut-off values for Cronbach alphas and Composite Reliability (CR) as recommended by past scholars, it is widely popular to use 0.70 for both the measures based on Nunnally and Bernstein (1994) and Hair et al. (2014) . Table 1 summarizes the reported values shows that all the indicators (CR and Cronbach alpha values) are within this cut-off limit. In addition, AVE values have met the minimum criteria of 0.50 (Henseler et al., 2009 ). Based on these findings, it is assumed that convergent validity is established. In addition, Heterotrait-Monotrait (HTMT) criteria was used to confirm discriminant validity (Henseler, Ringle, & Sarstedt, 2015) . It was recommended that the HTMT ratio be below 0.90 in order to indicate an acceptable level of discriminant validity (Henseler et al., 2015) . It was found that the discriminant validity is achieved as all the ratios are well below 0.90 (not shown for brevity).
Next, the analysis of structural model shows that all the constructs are significant in the modeled relationship (Appendix 2). Table  2 shows the results of hypotheses testing based on the evaluation of structural model. Therefore, it appears that the implication of 'use' and 'non-use' values are significant in determining purchase intention as evident from the empirical analysis. From measurement model, it seems that use-value (health benefits) has higher impact than non-use value (environmental benefits) in the overall "Value" construct. This conforms to past findings that use-value is more influential than non-use values (Millock et al., 2004a) . It implies that, although consumers are aware about environmental benefits, it is more of private goods attributes that drive their intention. Marketers may note its implications while designing future marketing programs. In addition, the findings that attitude and subjective norm significantly impacts purchase intention also conform to many past studies in this regards. The low R-square value of 0.278 indicates that many other variables might be at play that needs further evaluation. However, non-significance of PBC is interesting as it appears to conform with studies that found no significant relationship of the construct with purchase intention (Ščasný, Urban, & Zvěřinová, 2012) .
6.0 CONCLUSION
The model suggests that 'use' and 'non-use' values are important determinants of purchase intention. Marketers may use this information in their future marketing programs to align their strategy to customers' value expectations. Non-significance of PBC can be noted as well, which means that consumers' purchase intention could be independent of the perceived behavioral control of consumers. In addition, the low R-square value may imply that other variables need to be considered to account for unexplained variation in the intention. Overall, the significant model fit yields a set of useful information both for academicians and marketing practitioners.
